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ABSTRACT 
 
 This study aimed to determine the effect of consumers' attitude toward the 
purchase of goods / services via FJB Kaskus with intent to repurchase at FJB Kaskus. 
The factors - factors that are affecting perceived ease of use, usefulness perceived, and 
propensity trusts. This study used quantitative approach to hypothesis testing. The 
research sample using non-probability sampling method with user respondents Kaskus 
FJB collected 100 respondents 103 respondents. The method of data analysis using 
moderated regression analysis. The test results indicate that the first hypothesis that the 
positive influence of social information will strengthen the relationship between 
perceived ease of use of existing and attitudes towards online shopping. The second 
hypothesis testing results show that the positive influence of social information will 
strengthen the relationship between perceived usefulness and attitude towards existing 
online shopping. The results of testing the third hypothesis suggests that the positive 
effect of social information will strengthen the relationship between the propensity of 
existing trust and attitudes toward online shopping. 
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ABSTRAK 
 
 Penelitian ini bertujuan untuk mengetahui pengaruh sikap konsumen terhadap 
pembelian barang/jasa melalui FJB Kaskus dengan niat untuk pembelian kembali di FJB 
Kaskus. Adapun faktor - faktor yang memengaruhi adalah perceived ease of use, 
percieved usefulness, dan prospensity trust. Penelitian ini menggunakan pendekatan 
kuantiatif dengan pengujian hipotesis. Sampel penelitian menggunakan metode non 
probability sampling dengan responden pengguna FJB Kaskus yang terkumpul sebanyak 
100 responden 103 responden. Metode analisis data menggunakan moderated regression 
analysis. Hasil pengujian hipotesis pertama menunjukkan bahwa pengaruh informasi 
sosial yang positif akan memperkuat hubungan antara perceived ease of use yang ada dan 
sikap terhadap belanja online. Hasil pengujian hipotesis kedua menunjukkan bahwa 
pengaruh informasi sosial yang positif akan memperkuat hubungan antara perceived 
usefulness yang ada dan sikap terhadap belanja online. Hasil pengujian hipotesis ketiga 
menunjukkan bahwa pengaruh informasi sosial yang positif akan memperkuat hubungan 
antara propensity trust yang ada dan sikap terhadap belanja online.  
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